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Abstract
Innovativeness within beekeeping enterprises reflects their propensity to support new ideas and creative 
processes that will result in new products. The orientation towards customers in beekeeping enterprises involves 
identifying, understanding and monitoring customers. The results of the present study demonstrate the fact that 
there is a positive link between innovativeness and market orientation in the beekeeping enterprises under study. 
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INTRODUCTION
Innovativeness is the predisposition to engage 
in creativity and experimentation through the 
introduction of new products/services, as well as 
technological leadership via R&D in new processes 
(Rauch et al., 2009). Innovative firms introduce 
new products and services that are more attuned 
to current and emerging market needs, being able 
to quickly enter into new markets (Morris et al., 
2011). Market orientation reflects the extent to 
which firms establish the satisfaction of customer 
needs and wants as an organizing principle of the 
firm (Jaworski and Kohli, 1993). The concept of 
market orientation implies both responsive market 
orientation, which addresses the expressed needs 
of customers, and proactive market orientation, 
which addresses the latent needs of customers 
(Narver et al., 2004). Banterle et al. (2011) show 
that, in the food sector, the innovativeness of SMEs 
should meet consumer preferences.
AIMS AND OBJECTIVES
The purpose of the present research is 
to determine whether there is a connection 
between innovativeness and market orientation 
in beekeeping enterprises in France and Romania.
MATERIALS AND METHODS 
Data were collected by means of an email 
survey from July until October 2014. A structured 
questionnaire was sent to the owners of 1,300 
apicultural enterprises in France and the same 
number in Romania. This resulted in 100 valid 
responses from France and 160 from Romania to 
be used in the statistical analysis. The data were 
analysed using SPSS statistical program v. 19. 
Innovativeness was assessed using three items 
adapted from the original Covin and Slevin (1989) 
measure, using a five-point Likert-type scale. The 
three items were: “The enterprise has company-
specific innovative products that it currently 
sells”, “The enterprise invests in the development 
of new products”, “The enterprise has marketed 
new product lines during the past 5 years”. Market 
orientation was measured using four items of the 
MORTN scale developed by Deshpande and Farley 
(1998): “We continually monitor customers to find 
new ways to improve customer satisfaction”, “Our 
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strategy for competitive advantage is based on 
our understanding of customers’ needs”, “We poll 
our customers at least once per year to assess the 
quality of our products”, “Our business objectives 
are driven primarily by customer satisfaction”. 
 The association between innovativeness and 
market orientation was tested using Pearson χ2 
(Chi square) test. The following two hypotheses are proposed: 
H
0
: There is no relationship between 
innovativeness and market orientation.
H1: There is a relationship between 
innovativeness and market orientation.
RESULTS AND DISCUSSION
Following the statistical analysis, the null 
hypothesis is rejected, as the significance 
threshold is below 0.05 in the case of both French 
beekeeping enterprises (Pearson Correlation - 
0.532, Sig. (2-tailed) - 0.000 N - 100) and Romanian 
beekeeping enterprises (Pearson Correlation – 
0.286, Sig. (2-tailed) - 0.000, N - 160). Therefore, 
Pearson’s correlation demonstrates the fact 
that there is a significant positive relationship 
between innovativeness and market orientation in 
beekeeping enterprises in both countries.
Beekeeping enterprises should not rely solely 
on the expressed needs of customers, but also 
consider the latent needs of their customers. 
Selling innovative products, of superior quality 
and being customer-oriented are the main factors 
that ensure the success of beekeeping enterprises. 
Beekeeping enterprises that develop innovative 
bee products place themselves in a favorable 
position within their industry and identify 
changing market conditions that competitors 
have not yet recognized. The managers of these 
enterprises should be aware of the processes 
involved by the launch of a new product, given that these enterprises have limited resources.
CONCLUSION
Beekeeping enterprises contribute to the 
maintenance and creation of jobs and influence the local economic development. Innovativeness 
and market orientation can help beekeeping 
enterprises gain a competitive advantage. The 
existence of a significant positive relationship 
between innovativeness and market orientation is 
due to the fact that innovative bee products should provide value to customers.
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